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SHOUTING FROM THE IVORY TOWER: A MARKETING APPROACH TO 
IMPROVE COMMUNICATION OF ACADEMIC RESEARCH TO ENTREPRENEURS 
ABSTRACT 
Evidence-based practice in entrepreneurship requires effective communication of research 
findings. We focus on how research synopses can “promote” research to entrepreneurs. Drawing 
on marketing communications literature, we examine how message characteristics of research 
synopses affect their appeal. We demonstrate the utility of conjoint analysis in this context and 
find message length, media richness and source credibility to have positive influences. We find 
mixed support for a hypothesized negative influence of jargon, and for our predictions that 
participants’ involvement with academic research moderates these effects. Exploratory analyses 
reveal latent classes of entrepreneurs with differing preferences, particularly for message length 
and jargon.  
INTRODUCTION 
A major barrier to the advancement of evidence-based practice in entrepreneurship and 
management more generally is the academic-practitioner gap; that is, the disparity between 
research-based guidance offered by academics and the utilization of this information by 
practitioners. A survey of Academy of Management members and management practitioners 
reveals that both sides perceive this gap (Shapiro, Kirkman, & Courtney, 2007). A difference in 
mentality is often given as a main cause for the disconnect, with academics seeking to 
communicate abstract understanding that has generality across situations, and practitioners more 
inclined to search for solutions to specific problems that are more concrete (Hjorth, Jones, & 
Gartner, 2008; Van de Ven & Johnson, 2006; Zahra & Wright, 2011). While academic research 
does offer insight of interest to practitioners’ needs, this can sometimes become obscured by the 
way in which it is communicated, and hence may frequently be bypassed by practitioners or not 
given sufficient consideration (de-Margerie & Jiang, 2011). For busy managers looking to solve 
problems quickly (McGahan, 2007) and in an intuitive and hands-on manner (Rousseau & 
McCarthy, 2007), academic research can at times be viewed as a somewhat inaccessible source 
of guidance, being “too academic” in its distinctive style (Cascio, 2007). Existing in different 
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“thought worlds” (Cascio, 2007, p. 1009), academics and practitioners vary in the informational 
goals they pursue and the type of knowledge they regard as constituting a valid basis for action 
(Rynes, Bartunek, & Daft, 2001). Moreover, the distinct “language games” used by each group 
can mean that terminology and communications styles preferred by one group can be interpreted 
differently or not understood by the other (Kelemen & Bansal, 2002; Wittgenstein, 1953). The 
field of entrepreneurship is not immune to these dilemmas (Davidsson, 2002; Zahra & Wright, 
2011).  
Recognizing that knowledge can be “lost in translation” as well as “lost before 
translation” (Shapiro et al., 2007, p. 249), management scholars have framed the gap as both a 
knowledge transfer/dissemination and a knowledge production/creation problem (Rynes et al., 
2001; Van de Ven & Johnson, 2006). As a way of fostering more evidence-based practice, the 
current study concerns increasing entrepreneurs’ uptake of research findings through more 
effective knowledge transfer. In particular, we consider entrepreneurs’ reactions to research 
synopses as might commonly be encountered during information search (e.g., via summaries in 
the press, online abstracts, blog posts) or which might be received through affiliation with 
academic institutions (e.g., via mailing list subscriptions). While much previous research 
discussing influences on practitioner uptake of academic research has focused on the nature of 
the final research article or report (e.g., Kelemen & Bansal, 2002), here we consider instead the 
research synopsis, because this may represent one of the most common ways research findings 
are initially encountered by practitioners. In some cases, synopses will provide the sole exposure 
to research findings, however in other instances a synopsis may prompt entrepreneurs to further 
explore research (e.g., searching for full text articles or linking to complete reports via blog 
posts, online newsletters, or hyperlinks provided in emails). In order to effectively consider 
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routes to the transfer of academic knowledge to entrepreneurship practitioners, understanding 
reactions to these types of research synopses is essential. 
We make the following contributions to the literature. First, we broaden the conversation 
on how to address the academic-practitioner gap by focusing on online synopses as a mechanism 
to “promote” research to practitioners, rather than discussing the content, style and outlet of the 
underlying scholarly research. Second, we draw on marketing communications ideas to identify 
and test effects of specific message characteristics of research synopses on a relevant population 
of entrepreneurs. Third, we introduce a methodological approach – conjoint analysis (including 
testing for latent classes) – to this research context. We demonstrate how conjoint analysis can be 
used to assess the appeal of message characteristics when designing communications, including 
but not necessarily limited to research synopses, for entrepreneurs or other target groups.  
CONCEPTUAL BACKGROUND 
The Academic-Practitioner Gap: The Role of Knowledge Transfer 
It is widely acknowledged in both entrepreneurship (Davidsson, 2002; Zahra & Wright, 2011) 
and management more generally (Mohrman, Gibson, & Mohrman, 2001; Rousseau & McCarthy, 
2007; Rynes et al., 2001; Rynes, Giluk, & Brown, 2007; Thomas & Tymon, 1982) that there is 
considerable disparity between the knowledge generated by academia on the one hand, and the 
knowledge-base used in entrepreneurs’ and managers’ practice on the other. Part of this disparity 
can be attributed to issues associated with how academics seek to communicate their work to 
practitioners (Rynes, Bartunek, & Daft, 2001; Shapiro et al., 2007; Van de Ven & Johnson, 
2006). Dissemination of research to entrepreneurs, and managers more generally, is far from a 
trivial exercise. Management is not a profession where practitioners are required to pass 
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examinations to obtain a license to practice, or undertake continuing education (Rousseau & 
McCarthy, 2007; Rynes et al., 2007) and indeed evidence suggests very few managers regularly 
read academic publications (Rynes, Colbert, & Brown, 2002).  
Hence, although some argue that research-based knowledge might “trickle down” 
through academic instructors or consultants to practitioners (Davidsson, 2002; Simmonds, 
Dawley, Ritchie, & Anthony, 2001; Van de Ven & Johnson, 2006), we cannot rely solely on the 
effectiveness of this mechanism of knowledge transfer. For this reason we turn to the direct 
communication of research findings to practitioners, and in particular the promise that direct 
online communications hold. In the current research, we contend that the online research 
synopsis is an important mechanism by which academics can communicate with practitioners. 
While in some cases a synopsis will provide practitioners with their sole exposure to research 
findings, in many instances this is also designed as a prompt to encourage entrepreneurs to read 
more fully about the underlying research, for example by including a hyperlink to a more 
complete report of the research findings. This is the type of scenario assumed in designing our 
current research. We do not assume “a more complete report” always means an academic article; 
it may also be a more comprehensive report written for a practitioner audience. 
We suggest that online research synopses can be likened to marketing communications 
for research findings or ideas. Marketing communications are the “means by which firms attempt 
to inform, persuade, and remind consumers—directly or indirectly—about the products and 
brands that they sell.” (Kotler & Keller, 2009, p.510). This clearly has correspondence to the 
situation of researchers who want to promote their findings to practitioner audiences. We 
therefore turn to the marketing communications literature for guidance about the design of 
research synopses that might help us communicate more effectively with practitioners.  
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Message Involvement and Motivations to Process Academic Research 
A central construct within the marketing literature is consumer involvement, as applied to 
marketing messages (Harvey, Stewart, & Ewing, 2011; Karmarkar & Tormala, 2010; Mitchell, 
1981). This refers to the extent to which an individual perceives a message to have personal 
relevance, based on their interests, needs and values, and which impacts motivation to process 
message content (Zaichkowsky, 1985). Although involvement has more commonly been studied 
in consumer contexts like marketing (e.g., Karmarkar & Tormala, 2010; Laczniak, Muehling, & 
Grossbart, 1989; Park, Lee, & Han, 2007), we employ it here as a way of understanding 
entrepreneurs’ motivations when academic research synopses are encountered. Kaish and Gilad 
(1991) have reported that entrepreneurs tend to be keen gatherers of information and extensive 
readers, compared with corporate managers. This type of behavior suggests entrepreneurs have 
high levels of involvement with the information search task and with informational resources. 
This high involvement however may not always extend to academic research, particularly if 
academic research is commonly encountered in a way that appears inaccessible and unappealing 
(Cascio, 2007; Terpstra & Rozell, 1998). In many instances, involvement with this research may 
be low among managers and entrepreneurs (Woo, Cooper, & Dunkelberg, 1991).  
A theoretical framework from the marketing (and social psychology) literature that 
outlines how information is processed in settings of high and low involvement is the Elaboration 
Likelihood Model (ELM; Petty & Cacioppo, 1986; Petty, Cacioppo, & Schumann, 1983). This 
model has received considerable researcher attention since its inception (see Petty and Briñol, 
2011 for a review), and continues to be a dominant theoretical framework used across a diverse 
range of disciplines beyond marketing, including management, information systems, and health 
(e.g., Angst & Agarwal, 2009; Douglas et al., 2008; Flynn, Worden, Yanushka Bunn, Connolly, 
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& Dorwaldt, 2011; Zhou, 2012). According to ELM, when involvement is high, individuals are 
motivated to invest time and effort into processing the detail of relevant information and 
scrutinizing the quality of message content (Petty & Wegener, 1998). This type of processing is 
said to represent the “central route to persuasion” with evaluations of message content being 
based on diligent consideration of claims made (Petty & Cacioppo, 1986). In contrast, when 
involvement is low, individuals are less motivated to scrutinize the quality of arguments, and are 
instead more likely to evaluate messages based on superficial characteristics and cues within the 
environment, peripheral to the actual message content (Petty & Briñol, 2011). This is termed the 
“peripheral route to persuasion” (Petty & Cacioppo, 1986). Processing via the peripheral route is 
akin to heuristic processing, as proposed by Chaiken and Eagly (1976), which involves judging a 
message based on its surface and structural characteristics (Chaiken, 1987). Past experiences and 
observations provide individuals with decision rules which are activated by message 
characteristics that act as peripheral persuasion cues (Eagly & Chaiken, 1984). Traditionally, 
these persuasion cues have been categorized as message, source, channel and recipient variables, 
adhering to the key elements of the communication process as defined in information theory 
(Shannon and Weaver, 1949; Severin & Tankard, 2001).  
These ideas become important in the current context since the peripheral cues academic 
writing sends to a practitioner with low involvement may actually be quite negative and result in 
the work simply being bypassed. Thus, it may well be the case that presentational formats of 
articles and research synopses contribute to the academic-practitioner gap because of the 
unappealing signals they send. If academic work can be conveyed in ways that low involvement 
individuals perceive as more appealing, knowledge transfer may be more likely. A marketing 
framework developed by MacInnis, Moorman, and Jaworski (1991) that considers executional 
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cues associated with advertising messages, suggests that positively perceived peripheral cues can 
lead low involvement individuals to pay greater attention to messages and can also motivate 
processing of content. For example, these researchers note that longer messages and inclusion of 
pictures/figures in print advertisements can lead consumers to pay greater attention and allow for 
easier processing of the intended meaning. Marketers have long used this understanding as a way 
of reaching low involvement consumers (MacInnis & Park, 1991). In the current research we are 
interested in message cues that might help to promote attention and motivation to process 
research findings among practitioner entrepreneurs, many of whom may have only low 
involvement. In particular, we seek to investigate which message cues entrepreneurs find most 
appealing when academic research is encountered as a synopsis or summary.  
DEVELOPMENT OF HYPOTHESES 
Features of Research Synopsis Presentation as Persuasion Cues 
In the current research we consider one dominant peripheral cue for each key element of 
the communication process: message, source and channel. We investigate synopsis length as a 
message characteristic, source credibility as a source characteristic, and media richness as a 
channel characteristic, and we evaluate the impact of these characteristics on synopsis appeal for 
entrepreneurs. We additionally investigate differences in these cues across the recipient 
characteristic of message involvement. Our research also considers the impact of jargon on 
synopsis appeal, since this has been raised in the academic-practitioner gap literature as an 
important variable (e.g., Kelemen & Bansal, 2002). We develop our hypotheses below.  
Communication Length  
In the context of a research synopsis, which is generally a relatively short summary of 
research findings and implications, we contend that message length may be treated as a relevant 
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peripheral cue. As a heuristic, length has been suggested to create interest and promote message 
acceptance. Articulated by Chaiken (1987, p. 216; Chaiken, Liberman, & Eagly, 1989, p. 4), the 
heuristic rule “length implies strength” suggests that messages which are longer, and hence are 
perceived to contain more detail, are more compelling to individuals. This idea has carried favor 
since early work by Petty and Cacioppo (1984) demonstrated that the number of arguments in a 
message serves as a simple cue encouraging acceptance of a persuasive message when 
involvement is low. Similar to Chaiken and colleagues, Petty (2001) has explained that people 
develop a heuristic based on the notion that longer messages contain more evidence (for low 
involvement individuals, length can serve as a proxy for number of arguments). O’Keefe (2002) 
has also put forward a similar claim, noting that messages which are too short, particularly when 
topics are known to be complex, may often be dismissed because they are perceived as unlikely 
to be sufficiently informative. Early work by Soley (1986) in the context of industrial advertising 
provides further empirical evidence for these ideas, showing that shorter advertisements (those 
under 100 words) tend to be read less and generate less interest than moderate or longer 
advertisements (those with 150-200 or 200+ words). The framework of MacInnis et al. (1991) 
explains that advertisements that contain longer messages help to attract consumer attention and 
provide greater opportunity for message processing.  
While extremely long reports may dissuade entrepreneurs, here we are concerned with 
message lengths within the range typical of research synopses (similar to Soley, 1986). For these 
relatively short messages, we suggest that there will be a positive relationship between message 
length and appeal of the research synopsis for entrepreneurs: 
Hypothesis 1a: Message length will have a positive impact on the relative appeal of 
research synopses for entrepreneurs. 
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Furthermore, we expect that entrepreneurs will differ in their response to cues depending on their 
level of involvement in academic research. In line with ELM predictions, we expect those with 
higher levels of involvement to be more likely to follow a “central route to persuasion”, and thus 
less influenced by peripheral cues. Conversely, entrepreneurs with lower involvement in 
academic research will be more likely to follow a “peripheral route to persuasion” and thereby be 
more influenced by cues such as message length. Consequently we propose: 
Hypothesis 1b: The positive effect of message length on synopsis appeal will be stronger 
for entrepreneurs with lower involvement in academic research than for those with 
higher involvement. 
Source Credibility 
Source credibility refers to the perceived expertise and trustworthiness of the person or 
organization presenting the persuasive appeal (Petty & Wegener, 1998). It is suggested to serve 
as a positive cue in that people rely on heuristics like “experts are more likely to be correct” and 
“trustworthy people are more likely to tell the truth” (Petty, Cacioppo, & Goldman, 1981; Petty 
& Wegener, 1998). Since the early work of Hovland and Weiss (1951), it has been demonstrated 
that irrespective of message content, individuals tend to display greater message acceptance for 
communications where sources are listed as those deemed higher in credibility. This early 
research, as well as subsequent work (e.g., Ratneshwar & Chaiken, 1991) has typically found 
that academic sources produce this source credibility effect. For entrepreneurs we expect this to 
extend to non-academic industry-based sources which should also be perceived as expert and 
trustworthy. Hence, we propose that both academic and industry author credentials will foster 
perceptions of source credibility (vs. listing no author credentials), and influence perceptions of 
research synopses:  
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Hypothesis 2a: Source credibility will have a positive impact on the relative appeal of 
research synopses for entrepreneurs. 
Assuming entrepreneurs vary in level of involvement with academic research, we again turn to 
ELM predictions, which suggest that low involvement individuals are more prone to rely on the 
apparent expertise and trustworthiness of the source in their message evaluations (Petty, 
Cacioppo & Goldman, 1981; Petty & Wegener, 1998; Tormala & Clarkson, 2007; Tormala & 
Petty, 2004). Although high involvement individuals can also be influenced by positive 
associations linked with credible sources, they are more likely to critically evaluate the quality of 
message claims (Chaiken & Maheswaran, 1994; Tormala & Clarkson, 2007). We therefore 
predict a stronger impact on relative synopsis appeal for entrepreneurs with lower involvement: 
Hypothesis 2b: The positive effect of source credibility on synopsis appeal will be 
stronger for entrepreneurs with lower involvement in academic research than for those 
with higher involvement. 
Media Richness 
Our third communication variable concerns the channel used to convey research output in 
terms of the richness of media employed. Using Media Richness Theory (MRT), richness refers 
to the ability of the channel to convey content in a way that enables unambiguous interpretation 
(Daft & Lengel, 1986). Channels are therefore considered ‘rich’ or ‘lean’ depending on their 
capacity to provide various cues, give immediate feedback, or be personalized (D’Urso & Rains, 
2008). In early work, Daft and Lengel (1986) produced a ‘richness continuum’ along which oral 
communications such as face-to-face and videoconferencing were rated richest, and written 
media such as memos and numeric documents were rated leanest. Central to MRT is the idea that 
communication effectiveness depends on matching communication task requirements with a 
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medium’s richness, such that more complex communications should be matched with richer 
media to ensure accurate interpretation (Otondo, Van Scotter, Allen, & Palvia, 2007).  
While MRT was developed before the World Wide Web became a common channel for 
communicating, it has been shown to have clear application within this context. Simon and 
Peppas (2004) examined responses from managers and knowledge workers when exposed to 
either “media rich” websites (containing text, images, audio and video clips) or “media lean” 
websites (containing only text), and found more positive attitudinal and satisfaction outcomes for 
the media rich websites. This was particularly the case for websites designed to promote a 
complex product (an automobile) as opposed to a simpler product (a compact disk). Assuming 
that academic research synopses address complex phenomena, this work suggests that audience 
response will be more favorable for communications employing richer media. The advertising 
framework of MacInnis et al. (1991) also supports this notion, suggesting images/figures, audio 
and action (video) can help to attract attention and motivate processing. We therefore propose 
that synopses using richer media will be rated as more appealing by entrepreneurs.  
Hypothesis 3a: Media richness will have a positive impact on the relative appeal of 
research synopses for entrepreneurs.  
Research examining media richness in relation to level of involvement has found interaction 
effects, such that richness tends to be more influential among those individuals with low 
involvement compared to those with high involvement (e.g., Mitra, Raymond, & Hopkins, 
2008). Accordingly, we expect that entrepreneurs who have lower involvement with academic 
research will be more inclined to use media richness as a peripheral cue, whereas those higher in 
involvement will instead be more influenced by the quality of messages presented: 
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Hypothesis 3b: The positive effect of media richness on synopsis appeal will be stronger 
for entrepreneurs with lower involvement in academic research than for those with 
higher involvement. 
Jargon 
In reference to the academic-practitioner gap, it is sometimes lamented that academic 
articles seem convoluted (Gore, 2007), possibly due to jargon found in these works. Research 
jargon refers to terminology that is used and understood by the research community, but which 
may be less understood outside the research community (Brown, Braskamp, & Newman, 1978). 
Usage of such terminology may be helpful in succinctly conveying precise meaning if the 
intended audience understands these terms (Wittgenstein, 1953), however this is not always the 
case for all desired audiences of academic research. Jargon is used in academic articles because 
these tend to be written with other academics in mind (Kelemen & Bansal, 2002). This is 
illustrated in a review of “implications for practice” sections of research articles in management 
journals by Bartunek and Rynes (2010), where it was found that the language used tended to be 
at the graduate school level (between about 16-18 years of education). Although jargon might 
enhance understanding for practitioners familiar with research terminology, it can reduce clarity 
for those who are not familiar (de-Margerie & Jiang, 2011; Dwyer, 2005; Joiner, Leveson, & 
Langfield-Smith, 2002). Accordingly, in line with the academic-practitioner gap literature, we 
predict that the presence of jargon will have a negative impact on synopsis appeal: 
Hypothesis 4a: Jargon will have a negative impact on the relative appeal of research 
synopses for entrepreneurs.  
For jargon, a hypothesis regarding differences across levels of involvement is more speculative 
based on the marketing literature. Jargon is likely to reduce comprehension, possibly making it 
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serve as a negative cue for both low and high involvement entrepreneurs (Petty, Rucker, Bizer, & 
Cacioppo, 2004). However, for low involvement individuals it could also be interpreted as a 
positive signal via perceptions of sophistication (Haard, Slater, & Long, 2004), similar to the 
source credibility effect discussed above. For high involvement readers, jargon which is not 
understood should be more unambiguously negative since it inhibits the ability to evaluate 
message content (Kardes, Fennis, Hirt, Tormala, & Bullington, 2007). Therefore, we suggest:  
Hypothesis 4b: The negative effect of jargon on synopsis appeal will be weaker for 
entrepreneurs with lower involvement in academic research than for those with higher 
involvement. 
An important point to note is that in general, media richness is suggested to enhance message 
appeal because it assists with understanding, and jargon is suggested to reduce appeal because it 
limits understanding. Nonetheless, for low involvement individuals, we predict more positive (or 
less negative) impacts relative to high involvement individuals. This is because media richness 
and jargon serve as peripheral cues that send positive signals (message quality, attractiveness, 
sophistication), not because of even greater understanding for low involvement individuals. 
RESEARCH METHODS 
To test our ideas, we conducted a large-scale study of entrepreneurs, understood as 
owner-managers of young and/or growth-oriented businesses. We focus on these individuals 
because they arguably represent those practitioners that entrepreneurship researchers would hope 
to reach. The study employed a conjoint experimental design (Green & Srinivasan, 1990) to 
evaluate preferences for the length, source credibility, media richness, and level of jargon within 
a communication that provides a synopsis of an academic research study. Variations of these 
characteristics were assessed using a within subjects experimental design to test our main effect 
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hypotheses (H1a, H2a, H3a and H4a). Our moderation hypotheses (H1b, H2b, H3b and H4b) 
were tested by comparing the effect sizes of each message characteristic between groups above 
versus below the median on our measure of involvement with academic research.  
Sample and Data Collection 
The sampling frame for our study was constructed from a commercial vendor’s online 
panel of owner-managers of small and medium enterprises (SMEs) in Australia (ORU, 2013). 
Panel members were recruited by the vendor using online (45%) as well as through industry-
verified offline methods including phone interviews, face-to-face and direct mail (55%). The 
demographic profile of the panel SMEs closely matches the population of Australian SMEs 
based on figures from the Australian Bureau of Statistics (ORU, 2013).  
Presentation of synopses and collection of data took place using an online questionnaire-
type platform, which for simplicity we refer to hereafter as a survey. Respondents were initially 
assessed via a set of short screening questions to identify entrepreneurial SME owner-managers. 
Although there is no universally accepted definition of “entrepreneur” or its derivatives, the new 
domain statement of the Academy of Management Entrepreneurship Division recognizes two 
main meanings of “entrepreneurial”, namely (a) being associated with the new opportunities or 
new economic activities, and (b) pertaining to business owner-managers (Academy of 
Management, 2011; Mitchell, 2011). Recent research has highlighted the problem that random 
samples of small business owner-manager are dominated by a “modest majority” (Davidsson & 
Gordon, 2012) and has strongly questioned the relevance of (mere) self-employment as 
operationalization of “entrepreneurship” (Carter, 2011; Henrekson & Sanandaji, 2013). 
Accordingly, we selected only (i) owner-managers of businesses 1-5 year old, or (ii) those who 
preferred the statement “I/we want this business to be as large as possible” to “I/we want a size 
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that I/we can manage myself/ourselves or with a few key employees”. We consider this more 
select sample to be theoretically more suitable for our research task than would be a perfectly 
representative sample of self-employed individuals or small-business owner-managers. The more 
select group arguably better represents the (partly self-selected) target group of development-
orientated owner-managers who researchers would hope to influence with their research. 
The survey was sent to 14,820 members of the SME panel. Of these, 1075 completed the 
screener representing a 7.25% response rate. From this group, 572 indicated they were owner-
managers of businesses. Of these owner-managers, 195 qualified for the survey by indicating the 
firm was less than 5 years old (n=147) or had a growth orientation (n=96), or both (n=48). From 
this group we received 129 useable questionnaires, representing 66.1% of eligible respondents. 
Descriptive statistics of this final sample are displayed in Table 1.  
Insert Table 1 about here 
Conjoint Analysis 
We employed an experimental design in order to investigate respondents’ synopsis 
preferences through conjoint analysis. Conjoint analysis refers to a group of experimental 
techniques for evaluating individuals’ preferences for, and predicting choice between, discrete 
alternatives (Green & Srinivasan, 1990). It has become the preferred methodology for 
investigating the trade-offs individuals make when forming preferences for products, services or 
ideas, and has been used by several thousands of research studies over the past decades, most 
commonly within marketing (Green, Krieger, & Wind, 2001). Conjoint analysis has also been 
used by entrepreneurship scholars to examine the decision-making processes of entrepreneurs or 
stakeholders such as venture capitalists (Choi & Shepherd, 2004; DeTienne, Shepherd, & De 
Castro, 2008; Lohrke, Bugg Holloway, & Woolley, 2010; Shepherd & Zacharakis, 1999). 
17 
 
Conjoint analysis is based on individual choice theory (Luce, 1959; McFadden, 1986), 
that assumes that preference for an object (e.g., a TV) is derived from the sum of part-worths of 
the underlying attributes of the object (e.g., screen size, brand, price, etc.). It is a de-
compositional technique, in the sense that rather than asking respondents how much they value 
individual attributes (e.g., screen-size), respondent evaluations of complete object profiles are 
elicited (e.g., specific models of TV), and the underlying part-worths of each attribute are 
derived from these evaluations (Green & Srinivasan, 1978). As such, conjoint analysis has 
greater predictive accuracy since the behavior of respondents in the experiment closely mimics 
real life choice behavior (Huber, 2005). 
Experimental Design 
The conjoint experiment was based on four synopsis attributes, each tested across three 
levels/categories: length (short; medium; long), source credibility (no author details; academic 
author; industry author), media richness (text only; text + diagram; text + diagram + video), and 
jargon (low; medium; high). All participants received the same materials, thus making all 
experimental manipulations within subjects.  
A fully crossed factorial design involving the four factors at three levels would require 81 
(3
4
) profiles. Following standard procedures in conjoint studies, an orthogonal fractional factorial 
design was used to reduce the number of factor combinations, thus making the decision task 
more manageable for the respondent (Green & Srinivasan, 1990). An orthogonal design is one in 
which the levels of different factors across profiles are uncorrelated and where the main-effect 
for each factor is independent of the others (Huber, 1997). Our orthogonal design consisted of 
nine synopsis profiles. We added three additional profiles, which allowed us to check for 
consistency of responses. Each profile was used in two profile-pair comparisons, meaning each 
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respondent evaluated 12 profile-pair comparisons. A practice profile-pair comparison was used 
at the start of the experiment to familiarize respondents with the procedure.  
Survey Instrument 
The survey was administered online. Since we were assessing respondents’ preferences 
for a form of online communication, the online format had the advantage that it provided a 
realistic setting for the experiment (Robson, 2011). Moreover, the format was particularly 
effective for incorporating visual aids which served as a test of our media richness hypothesis.  
We undertook two pretests of the survey instrument with 5 and 18 undergraduate 
entrepreneurship students respectively to determine the type of rating task to employ. The 
pretests consisted of the draft survey followed by questions exploring perceptions of survey 
length, respondent fatigue and ease of response. The first pretest revealed that respondents 
struggled to provide ratings when single communication profiles were presented in isolation. The 
second pretest utilized a paired comparison task, and respondents indicated they were easily able 
to compare the differences between two communication profiles. We therefore used a paired 
comparison task in our experiment (see Appendix A for an example). 
Dependent Variable 
The central measure in conjoint analysis studies is the respondents’ relative level of 
preference for each profile alternative presented to them (Green & Srinivasan, 1990). In our case 
each profile alternative is a specific synopsis configuration, analogous to a specific product 
configuration in a typical marketing context. It is well established in choice theory on which 
conjoint analysis is based (Luce & Tukey, 1964; Green & Rao, 1971) that the relative 
preferences reflect the differences in the respondent’s utility for each alternative. This in turn 
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predicts behavioral outcomes (in marketing contexts likelihood of purchase choice, but in our 
case, likelihood to read or click through to a full research report; Green & Srinivasan, 1978, 
1990).  
We chose a metric paired comparison task for our study (Johnson, 1987). Respondents 
were instructed to treat each profile as a research summary as might be received via email, as 
part of an online newsletter, or viewed in an online blog. Each profile clearly indicated that 
further information was available through the inclusion of a blue “read full article” hyperlink. 
Our response scale measured the respondents’ preference for Profile A or Profile B. It was 
adapted from Yang, Kang, and Johnson (2010) and read: Given a choice of the two pages 
formatted as above, which would you prefer to receive as a summary of the research? Responses 
were provided via a seven-point preference scale, from Strongly prefer A (left hand profile) to 
Strongly prefer B (right hand profile). The variable was coded from -3 to +3 so that a neutral 
response between both profiles was coded as 0. 
 Single item scales are typically used in conjoint studies (Green & Srinivasan, 1990). 
Given the repetitive nature of the respondent task (12 paired comparisons per respondent in our 
case) a single response minimizes respondent fatigue. Moreover, in such a repetitive design, it is 
unlikely that multiple items would have elucidated meaningful variation in responses. Recent 
research in marketing has additionally demonstrated that single item measures of concrete 
constructs (as opposed to abstractions like “materialism”) can perform on par with multiple item 
indices capturing the same constructs (Bergkvist & Rossiter, 2007).  
It should be noted that we measured preference for research synopsis profiles rather than 
directly asking respondents to indicate their intended behavior (e.g., likelihood of clicking 
through to full report). This measurement approach is in line with normal practice for conjoint 
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designs (Green & Srinivasan, 1990), since responses of intended behavior may be confounded by 
factors other than the characteristics under investigation, reducing response variance. In our case, 
while variations of message characteristics will influence a respondent’s relative preference for a 
synopsis, asking instead about the likelihood of clicking through to the underlying article would 
have likely produced responses that were driven strongly by respondents’ level of interest in the 
research topic. 
Independent Variables 
Experimental materials for this study included 12 variations of a synopsis of an academic 
article. Although the synopses were based on a real academic article with practical relevance 
(i.e., Davidsson, Steffens, & Fitzsimmons, 2009), synopses were displayed as written by “Ivan 
Porter” a fictitious author. The 12 synopses varied by length, source credibility, media richness, 
and jargon. Prior to running the study, the validity of each treatment (attribute level/category) 
was assessed via a panel of four experts—Faculty members with an expertise in marketing 
communications. Profile variations are described below.  
 Length. Synopsis length was varied across three levels. Consistent with Soley’s (1986) 
research on advertisement message lengths, we included: (i) short messages containing 56-93 
words; (ii) medium-length messages containing 125-159 words, and; (iii) long messages 
containing 250-275 words. 
Source Credibility. Source credibility was manipulated using the title and expertise of the 
author provided via a short biography, using three categories: (i) no author details; (ii) industry 
expertise, with the synopsis showing Ivan Porter, Managing Director of the Australian Centre for 
Entrepreneurship Research, a department within large accounting firm BDO (Porter’s consulting 
experience with numerous public and private organizations was profiled together with his 
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publication of three best-selling books), and; (iii) academic expertise, with the synopsis showing 
Professor Ivan Porter, Director of the Australian Centre for Entrepreneurship Research, a 
university center (this biography emphasized academic publications, experience and accolades). 
This approach of highlighting the author’s occupation, as well as listing achievements such as 
publications, followed Ratneshwar and Chaiken’s (1991) source manipulation.  
Media Richness. Synopses comprised three levels of media richness: (i) text only; (ii) 
text-plus-diagram (a color version of a diagram from the original journal article was used), and; 
(iii) text-plus-diagram-plus-video. The video was not “live”, so as to avoid a content confound, 
but did show a video box featuring the author with a salient play button superimposed. 
Respondents were instructed to imagine that this was a three minute explanation of the research.  
Jargon. The language used in the research synopses was modified from the original 
journal article to create three versions varying in jargon: (i) a very simply written version; (ii) a 
version with light jargon, and; (iii) a version with heavy jargon. See Appendix B for examples. 
Moderator 
The extent to which respondents were already engaging with academic entrepreneurship 
research at a behavioral level at the time of the survey was measured using items adapted from 
the work of Baker and Churchill (1977). We used this as an indicator of respondents’ existing 
involvement with entrepreneurship research. The three items were: (i) I currently try to read 
entrepreneurship research; (ii) I currently am motivated to read entrepreneurship research; and 
(iii) I currently seek out entrepreneurship research, and responses were made on seven-point 
Likert scales. Cronbach’s alpha (Cronbach, 1951) indicated that the measure had high reliability 
(0.938). In our analysis we used this variable to median-split the sample into a lower 
involvement group and higher involvement group in order to test our moderation hypotheses. 
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ANALYSES AND RESULTS 
Test of Hypotheses 
Our experiment yielded 1548 observations, nested within 12 paired comparisons for each 
individual. As such we employed a multi-level regression model to test our hypotheses. Multi-
level models account for the inherent autocorrelation in data (Goldstein, 2011) and are therefore 
well suited for conjoint analysis (DeTienne, Shepherd, & De Castro, 2008). The independent 
variables in the model are entered as dummy variables representing the level (or category) of 
each attribute in the synopsis (i.e., level of length, level of media richness, type of source 
credibility and level of jargon). Hence, the estimated coefficients represent the part-worth of 
each level, for each of the four attributes. Since an inherent assumption of conjoint analysis is 
that heterogeneity of preferences across individuals is present, we utilize a random coefficient 
model. Specifically, coefficients are assumed to be normally distributed and uncorrelated. The 
models are fitted using the maximum likelihood estimator in STATA 11’s xtmixed module.  
For our experimental design, the dependent variable is relative preference for a synopsis 
profile based on a paired comparison task. Since only relative preferences are measured, no 
constant term is included in the model—this is eliminated when the utility equations for each 
profile are subtracted from each other. Similarly only differences between levels for each 
attribute are measured (e.g., difference in part-worth between short and medium length), so for 
each attribute one level is treated as a reference category (i.e., short as the baseline for 
comparison with medium and long). 
Finally, four of our hypotheses (H1b, H2b, H3b, H4b) propose that the strength of 
influence on synopsis appeal of each of the four message attributes will vary between individuals 
with higher or lower involvement in entrepreneurship research. To test these hypotheses, we 
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median-split the sample on our measure of involvement, and tested whether effect sizes varied 
between the two groups. 
The results of our multi-level regression analyses are displayed in Table 2. Within this 
table, Model 1 includes the four format attributes – length, source credibility, media richness and 
jargon. Model 2 introduces the interaction term between length and the high versus low 
involvement dummy variable. This allows the effect size, or estimated part-worth, for medium 
(and long) length to vary between the high versus low involvement sub-groups. Similarly, 
Models 3-5 introduce the interaction term between source credibility, media richness and jargon 
and the high versus low involvement dummy variable. 
The parameter estimates in the upper part of the table can be interpreted as the increase 
(or decrease) in part-worth of the specified attribute level compared to the reference level (so 
medium jargon is less preferred to low jargon by 0.288). The interaction terms in Models 2-5 can 
be interpreted as the estimated difference in part-worth between high involvement and low 
involvement respondents. For example, high involvement respondents have a lower part-worth 
for long (vs. short) length of 0.457 compared with low involvement respondents. 
The model statistics in the lower part of the table show the log-likelihood and the Akaike 
Information Criterion (Akaike, 1987) for each model. The Chi-square statistics for several Wald 
tests of the likelihood ratio for nested models are also reported. First the overall model is 
compared with a null model. Overall each model can be seen as statistically significant. Second 
we test the random co-efficient regression formulation compared with standard linear regression. 
Each test confirms that the random coefficient model outperforms a linear regression (Chi-
Square 388.0, 382.6, 385.4, 383.5, 388.5; all p<0.001). Finally we report tests of Models 2-5 
compared with the nested Model 1, which are discussed below.  
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Insert Table 2 about here 
Length. H1a proposed that research synopsis length would relate positively to synopsis 
appeal. Model 1 in Table 2 indicates that the effects of both medium and long length are positive 
and statistically significant overall (β= 0.312 and 0.555 respectively, both p<0.001). Hence we 
find support for H1a.  
Length and Involvement Interaction. H1b proposed that research synopsis length 
would have a stronger impact on relative synopsis appeal for entrepreneurs with lower 
involvement in entrepreneurship research. Model 2 (see Table 2) introduces the interaction term 
between length and high versus low involvement. This model is better than Model 1 based on the 
statistical significance criterion (Chi-Square 7.27; p<0.05). The coefficient estimates for the 
interaction terms indicate that the part-worths of both medium and long length are smaller for 
respondents with high involvement, than for those with low involvement (β= -0.301 and -0.457 
respectively, both p<0.05). This supports H1b. 
Source Credibility. H2a predicted that source credibility would increase the relative 
appeal of academic research synopses. Model 1 in Table 2 indicates the estimated part-worths for 
both industry credentials and academic credentials are positive and statistically significant (β = 
0.220 and 0.286 respectively; both p<0.01), providing support for H2a. The effect sizes were 
similar in magnitude for industry and academic credentials. Post hoc tests confirmed they were 
not significantly different.  
Source Credibility and Involvement Interaction. H2b proposed that source credibility 
would have a stronger impact on relative synopsis appeal for entrepreneurs with lower 
involvement. In Table 2, for Model 3 it can be seen that coefficients for both industry credentials 
and academic credentials are in the expected direction. However, in one case the effect is very 
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small in magnitude (industry author) and in neither case is it statistically significant at 
conventional levels (β = -0.073, n.s. for industry source credibility; β = -0.220, n.s. for academic 
source credibility). Further, the likelihood ratio test for Model 3 shows that there is no 
statistically significant improvement over Model 1 (Chi-Square 2.29; n.s.) resulting from the 
introduction of the interaction term between source credibility and high versus low involvement. 
We therefore cannot claim support for H2b. 
Media Richness. H3a suggested that using richer media would be associated with 
increased relative appeal of academic research synopses. Model 1 in Table 2 indicates that the 
effect of adding a diagram, and adding a diagram plus video are both positive and statistically 
significant (β = 0.641 and β = 0.900 respectively; both p<0.001), offering strong support for H3a. 
Media Richness and Involvement Interaction. H3b proposed that media richness 
would have a stronger impact on relative synopsis appeal for entrepreneurs with lower 
involvement in entrepreneurship research. From Table 2 it can be seen that Model 4 is not a 
statistically significant improvement over Model 1 (Chi-Square 1.16; n.s.). The coefficient 
estimates for the interaction terms indicate that the part-worth of both medium and high media 
richness are not significantly different for respondents with high versus low involvement (β= -
0.162 and -0.030 respectively, both n.s.). We do not find support for H3b. 
Jargon. H4a predicted that jargon would decrease the relative appeal of academic 
research synopses. Model 1 in Table 2 indicates that while the estimated part-worth of medium 
jargon is negative and statistically significant (β = -0.288), for high jargon this is not statistically 
significant (β = -0.071). Overall, this unexpected pattern lends partial support to H4a.  
Jargon and Involvement Interaction. H4b speculated that jargon would have a less 
negative impact on relative synopsis appeal for entrepreneurs with lower involvement than those 
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with higher involvement. In Table 2 it can be seen that Model 5 is not a statistically significant 
improvement over Model 1 (Chi-Square 0.67; n.s.). The coefficient estimates for the interaction 
terms indicate that the part-worth of both medium and high jargon are not significantly different 
for respondents with high involvement versus low involvement (β= 0.080 and -0.044 
respectively, both n.s.). Accordingly, we do not find support for H4b. 
Identifying Latent Classes of Entrepreneurs with Differing Preferences 
 The moderation hypotheses above examined response heterogeneity across individuals 
along the one dimension of involvement, based on theory-driven predictions. A strong 
conclusion in entrepreneurship research has been that entrepreneurs vary markedly on many 
different characteristics (Low & MacMillan, 1988; Woo, Cooper, & Dunkelberg, 1991). This 
motivated us to further explore the nature of heterogeneity across individuals in our sample 
(Edmondson & McManus, 2007). For this purpose we employed latent class conjoint analysis 
(LCCA). This is a multi-level regression technique that simultaneously identifies latent classes of 
individuals (unobserved groups or clusters) (DeSarbo, Wedel, Vriens, & Ramaswamy, 1992; 
Kamakura, Wedel, & Agrawal, 1994).  
Using LCCA we identified five latent classes of entrepreneurs, confirming some 
heterogeneity among our entrepreneurs (see Figure 1). Class 1 was substantially larger than the 
other classes (N = 45 or 35%), with the remaining four latent classes approximately equally sized 
(N=18-25 or 14-19%). Classes 1, 2, 3 and 5 all have similar direction of preferences for each 
message characteristic, but differ on which attributes are most important to them. They prefer 
longer synopses, richer media, author credentials (or no preference) and less jargon (except for 
Class 2 whose members have a mixed reaction to jargon, with a negative preference for medium 
jargon, and positive preference for high jargon). The remaining Class 4 is clearly the odd group 
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out. These entrepreneurs strongly prefer shorter synopses, rich media (video), and the absence of 
author credentials
1
.  
DISCUSSION 
Implications for Theory and Scholarship 
A first contribution of this study is to the ongoing conversation about improving the 
impact that entrepreneurship and management research can have on practice, whether framed as 
fostering evidence-based practice (Pfeffer & Sutton, 2006; Rauch & Frese, 2006; Rousseau, 
2006) or addressing the academic-practitioner gap (Davidsson, 2002; Rynes et al., 2007). We 
focus on the issue of “knowledge transfer” from academics to practitioners (Van de Ven & 
Johnson, 2006). Rather than considering the content, style and outlet of the underlying scholarly 
research, we explore the role of online research synopses as an initial form of communication 
with practitioners, and as a mechanism to encourage entrepreneurs to read further about research. 
Our empirical findings confirm that message characteristics of research synopses strongly 
influence their appeal to entrepreneurs, thus providing a basis to argue for more considered 
approaches to producing these types of communications.  The implication of this is that the 
appeal of a synopsis might in turn promote a motivation for entrepreneurs to process its content 
or to further explore the research beyond what would otherwise occur (MacInnis et al., 1991).  
A second contribution of the study is produced by taking a fresh theoretical perspective 
on the knowledge transfer issue, informed from scholarship in marketing communications. We 
apply ideas from the Elaboration Likelihood Model (ELM; Petty et al., 1983, 2004; Petty & 
Cacioppo, 1986) and related research on heuristic processing (Chaiken, 1980) and peripheral 
persuasion cues (Eagly & Chaiken, 1984) in a novel context—academic research synopses as a 
                                                 
1
 Full LCCA results are available from the authors on request. 
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form of communication to entrepreneurs. As such we also extend knowledge about the boundary 
conditions of these theoretical ideas from marketing. In general our findings are consistent with 
earlier research conducted in conventional settings of marketing communications and 
advertising, however, we also distinguish several unexpected findings that warrant scrutiny in 
future research. ELM would predict that peripheral cues should have a stronger influence on 
synopsis appeal for entrepreneurs with lower involvement in academic research than those with 
higher involvement. While we found empirical support for variation in the degree of influence 
for message length, we did not find variation in the strength of influence for author credentials 
(as a source credibility cue), or media richness (as a channel characteristic cue). We also note 
that although our setting has parallels to advertising, the provision of synopses of research 
findings is similar in some ways to marketing products through the provision of product samples, 
and so there is scope for further investigation of marketing ideas in this context. 
A third contribution relates to the novel use of conjoint analysis in this research setting. 
Conjoint analysis has several strengths for analyzing the effectiveness of specific characteristics 
of a research synopsis, or indeed other forms of communication, to generate appeal and interest 
among entrepreneurs. First, by presenting numerous profiles to each respondent, conjoint 
experiments allow a single study to explore multiple characteristics, each at multiple levels (or 
for multiple categories). In contrast, traditional experimental methods can test only a few 
experimental treatments in a single study. Second, conjoint analysis is a decompositional 
method, meaning that respondents make subjective judgments about the whole object (i.e., the 
entire research synopsis), from which preferences for the object’s characteristics (e.g., level of 
jargon) are derived through post-experiment analyses (Green & Srinivasan, 1978). By enabling 
participants to make holistic decisions in experiments as they would in real life (Huber, 2005), 
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conjoint analysis offers a way to obtain realistic insights into entrepreneurs’ preferences for 
presentation features of research synopses. In this way entrepreneurs are able to evaluate 
complete research synopses in a reasonably natural way. Prior research has revealed that 
alternative compositional techniques that rely on a respondent’s ability to accurately espouse 
preferences for each characteristic may be less reliable (Huber, 2005). Finally, our use of latent 
class analysis allowed identification of sub-groups of entrepreneurs that differed in their 
preferences. Researchers have advocated LCCA as a way to improve the already high predictive 
accuracy of conjoint analysis (Green & Helsen, 1989; Hair, Black, Babin, & Anderson, 2010). 
As such we signal conjoint analysis and LCCA as routes to further research (including context-
specific research) into the important problem of effectively communicating research-based 
knowledge to entrepreneurship practitioners. 
Implications for Practice 
Our study has strong implications for how entrepreneurship research is disseminated, and 
hence how it has impact. Indeed, in many countries, academics are under increasing pressure to 
demonstrate research impact (Australian Research Council, 2012; Lane, 2011; London School of 
Economics and Political Science Public Policy Group, 2011; National Science Foundation, 2012; 
Research Excellence Framework, 2012). In an effort to generate interest in academic research, it 
is common to utilize research synopses, for example on blogs or websites that might be 
discovered through online search, or via direct communications through emails or newsletters.  
On the basis of our findings, we suggest that research synopses will most effectively 
generate appeal and interest with the majority of entrepreneurs if they are not overly short, 
highlight the authors’ credentials, use rich media and contain minimal jargon. The consistent 
preference for richer media might be relatively easily accommodated through commonly 
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accessed social media or video sharing sites, or by embedding video into webpages (e.g., 
university channels on YouTube may be useful for implementation). That we did not find 
reliable support for differences between higher and lower involvement respondents across source 
credibility, media richness, and jargon, may suggest that these are the characteristics which 
should be considered most when constructing general research synopses intended for broad 
audiences, although further research is warranted. The issue of message length deserves some 
further thought and commentary. First, the positive effects of length apply at least to the range 
tested, with our maximum length capped at 275 words. Second, the influence of length is weaker 
among higher involvement recipients, who are already likely to be motivated to process the 
message. Third, one distinct sub-group of entrepreneurs clearly prefers minimum length. 
Therefore, perhaps an ideal mix would be “long” synopses (within the tested range) as the main 
strategy, alternating with very short, almost “headline only” messages based on which time-poor 
recipients can decide whether or not to click through and read further.  
Our finding that entrepreneurs generally preferred less jargon complements earlier work 
(e.g. Bartunek & Rynes, 2010) and suggests jargon can hinder knowledge transfer. This has 
implications for how research reports are written, not just research synopses. While one option is 
to avoid jargon in research articles, we speculate that a better alternative might be to “translate” 
articles originally aimed at a scholarly audience into reports oriented toward practitioners.  
Although our research highlights several message characteristics worthy of consideration 
by those who wish to communicate research findings to practitioners, the applicability of our 
results will be contingent on the exact composition of the target group, and the range of variation 
of message characteristics relative to those we have tested. What our research highlights is the 
utility of these techniques for testing the message characteristics preferred by the intended 
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recipients. We therefore suggest other researchers pretest their communications in their relevant 
contexts using conjoint analysis, in order to get results directly applicable to those contexts.  
Potential Limitations and Future Research 
This research shares several challenges with most other experimental and judgment-based 
research studies. We made efforts to recruit a theoretically relevant sample and obtained 
statistically significant results in line with theoretical predictions within that sample. We note 
that preferences may vary across populations of entrepreneurs, hence our recommendation that 
others pretest their communications in their own relevant contexts. Further, there is always the 
potential that experimental tasks lack immediacy/importance for respondents when compared to 
similar real life tasks (e.g., Ding, Grewal, & Liechty, 2005). Nonetheless, even in very artificial 
situations, human judgment has been shown to significantly reflect decision policies used in 
practice (e.g., Brown, 1972; Hammond & Adelman, 1976).  
The current study examined main effects of the four research synopsis characteristics of 
length, source credibility, media richness and jargon, and their interactions with involvement. 
Future research may find value in examining each of these characteristics in greater detail. For 
example, although we identified a preference for longer synopses, it would be helpful to know 
the point at which synopsis length becomes too long. It may also be useful to examine media 
richness effects when live video is included instead of just a video graphic. Our exploratory 
latent class analyses identified one group of entrepreneurs that preferred jargon, and a plausible 
explanation for this could be that this group had greater comprehension of jargon. Future work 
might therefore probe differences in synopsis appeal for those who are familiar versus unfamiliar 
with research jargon. We also note that our design used author credentials as an experimental 
manipulation of source credibility. Further insight could be gained by investigating other 
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dimensions of source credibility and directly measuring perceived source credibility among 
entrepreneurs. Interactions may also exist among synopsis characteristics themselves. For 
example, in some instances source credibility may serve to moderate the impact of jargon (Yalch 
& Elmore-Yalch, 1984) and jargon may affect perceptions of source credibility (Elsbach & 
Elofson, 2000). Such interactions can only be examined if built into the design of the conjoint 
experiment, which was beyond the scope of our study. Future research may therefore consider 
allowing for interactions between message characteristics in synopses.  
The focal context for this study was an online research synopsis designed to “promote” 
research findings to entrepreneurs. Such a synopsis could be encountered by an entrepreneur on a 
blog, in an online newsletter or received by email, and might encourage a recipient to 
subsequently read a fuller research report. The current study employed a conjoint design in 
which respondents were asked to indicate the type of research synopsis they would prefer to 
receive. Work which builds on this could directly measure the likelihood that the respondent will 
in fact “click through” to the fuller report, although that research would need to take into 
consideration issues associated with inherent differences in respondents’ interest in the research 
topics chosen as test stimuli. Alternatively, researchers could also explore the design of synopses 
which are intended to convey information about research to entrepreneurs without an expectation 
of click through. Although entrepreneurs are one important group for popular dissemination of 
entrepreneurship findings, they are not the only such group. Policy-makers, journalists and 
consultants are other groups that researchers or research organizations may want to influence. 
Future researchers may therefore wish to examine whether message characteristic preferences for 
these alternative target groups differ to entrepreneurs, as revealed in the current work.  
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Table 1: Descriptive Statistics  
Sample characteristic (n=129)  Frequency Percentage 
Gender       
   Female     58 45.0% 
   Male     71 55.0% 
Age       
   <21     0 0.0% 
   21 – 30     18 14.0% 
   31 – 40     33 25.6% 
   41 – 50     27 20.9% 
   51 – 60     32 24.8% 
   > 60     19 14.7% 
Education      
   High school – Grade 10   10 7.8% 
   High school – Grade 12   18 14.0% 
   Diploma (vocational, etc) 38 29.5% 
   Bachelors degree    42 32.6% 
   Masters or Doctorate 20 15.5% 
   None of these    1 0.8% 
Industry       
   Accommodation, cafés and restaurants 5 3.9% 
   Agriculture    3 2.3% 
   Communication services   5 3.9% 
   Construction    6 4.7% 
   Culture and recreational services  4 3.1% 
   Education    8 6.2% 
   Finance and insurance   8 6.2% 
   Health and community services  5 3.9% 
   Manufacturing    2 1.6% 
   Mining     1 0.8% 
   Personal and other services   17 13.2% 
   Property and business services  8 6.2% 
   Retail trade    14 10.9% 
   Transport and storage   4 3.1% 
   Wholesale trade    5 3.9% 
   Other     34 26.4% 
Year business began     
   Before 2000    14 10.9% 
   2000 – 2006    17 13.2% 
   2007     5 3.9% 
   2008     22 17.1% 
   2009     21 16.3% 
   2010     19 14.7% 
   2011     21 16.3% 
   2012     10 7.8% 
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Table 2: Multi-Level Random Coefficient Regression: Entrepreneurs’ Preference for Format of Academic Synopses  
 
Length (Base = Short)
Medium 0.312 (0.077) *** 0.436 (0.096) *** 0.312 (0.077) *** 0.312 (0.077) *** 0.312 (0.077) ***
Long 0.555 (0.119) *** 0.743 (0.151) *** 0.555 (0.119) *** 0.555 (0.119) *** 0.555 (0.119) ***
Source Credibility (Base = no Author)
Industry Author 0.220 (0.093) ** 0.220 (0.093) ** 0.250 (0.117) * 0.220 (0.093) ** 0.220 (0.093) **
Academic Author 0.286 (0.093) ** 0.286 (0.093) ** 0.377 (0.117) *** 0.286 (0.093) ** 0.286 (0.093) **
Media Richness (Base = Text Only)
Text + Diagram 0.641 (0.082) *** 0.641 (0.082) *** 0.641 (0.082) *** 0.708 (0.105) *** 0.641 (0.082) ***
Text + Diagram + Video 0.900 (0.115) *** 0.900 (0.115) *** 0.900 (0.115) *** 0.888 (0.146) *** 0.900 (0.115) ***
Jargon (Base = Low)
Medium Jargon -0.288 (0.059) *** -0.288 (0.059) *** -0.288 (0.059) *** -0.288 (0.059) *** -0.321 (0.076) ***
High Jargon -0.071 (0.089) -0.071 (0.089) -0.071 (0.089) -0.071 (0.089) -0.053 (0.113)
Length * High Involve Dummy
Medium -0.301 (0.142) *
Long -0.457 (0.231) *
Source Credibility * High Involve Dummy
 Industry Author -0.073 (0.173)
Academic Author -0.220 (0.177)
Media Richness * High Involve Dummy
Text + Diagram -0.162 (0.160)
Text + Diagram + Video 0.030 (0.220)
Jargon * High Involve Dummy
Medium Jargon 0.080 (0.117)
High Jargon -0.044 (0.171)
Model 1 Model 2 Model 3 Model 4 Model 5
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Table 2: Multi-Level Random Coefficient Regression: Entrepreneurs’ Preference for Format of Academic Synopses (cont.) 
 
Model Statistics and Tests
Log-likelihood (LL)
AIC 5973.2 5969.9 5974.9 5976.0
Wald LR test Overall Model: Chi-Sqd (d.f.) 171.8 (8)*** 179.8 (10)*** 174.4 (10)*** 173.5 (10)*** 172.7 (10)***
Wald LR test vs Linear Regression Chi-Sqd (d.f.) 388.0 (9)*** 382.6 (9)*** 385.4 (9)*** 383.5 (9)*** 388.5 (9)***
Wald LR test  vs Model 1: Chi-Sqd (d.f.) 7.27 (2)* 2.29 (2) 1.16 (2) 0.67 (2)
Model 1 Model 2 Model 3 Model 4 Model 5
-2968.6 -2964.9 -2967.4 -2968.0 -2968.2
 
Entries display unstandardized regression coefficients with standard errors in parentheses. 
* p<0.05, **p<0.01, ***p<0.001 (two-tailed tests). 
49 
 
Figure 1: Five Entrepreneur Classes for Format Preferences of Academic Synopses 
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Class 1 (N = 45)
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Class 2 (N = 25)
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Class 3 (N = 23)
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Class 4 (N = 18)
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Class 5 (N = 18)
-2
-1.5
-1
-0.5
0
0.5
1
1.5
2
2.5
Medium
Length
Long
Length
Medium
Jargon
High
Jargon
Industry
Author
Academic
Author
+ Figure + Figure +
Video
Aggregate (N = 129)
 
50 
 
APPENDIX A: EXAMPLE PAIRED COMPARISON 
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APPENDIX B: EXAMPLE VARIATIONS OF JARGON 
1. No jargon  
‘Putting the horse in front of the cart? Growing profitable or growing from profits? 
Rapidly growing firms, also known as gazelles, are frequently celebrated by governments and 
the media for creating new wealth and new jobs. Rapidly growing firms are also thought to 
achieve performance benefits by growing quickly. Recently, successes such as eBay and 
Facebook illustrate how the value of a product or service can increase with rapid growth.  
2. Light jargon 
‘A longitudinal study of the growth and profitability trajectories of firms’ 
Rapidly growing firms, also known as gazelles, are frequently celebrated by governments and in 
the media for creating new wealth and new jobs, and reinvigorating economies. Academic 
theories such as economies of scale, experience effects and first-mover advantages also promote 
firm growth as the key to surpassing competitors. Recently, the phenomena of eBay and 
Facebook have clearly illustrated network externalities; the value of a product or service 
increasing as more people become users.  
3. Heavy jargon 
‘A longitudinal Markov chain analysis of firm growth and profitability configurations’ 
In business media around the world, praise for faster growing firms is ubiquitous. Further, 
academics frequently use firm growth as an operationalization of business success. The 
assumption that sales growth is positively associated with profitability appears in a variety of 
literatures pertaining to scale economies, experience effects, first-mover-advantages (FMAs) and 
network externalities. 
 
